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FAMILY/INCOME 

An estimated 40% of people in their 20s are children of divorce. 

A record 53% of never-married adults aged 18 to 24 were living 
with their parents in 1990, up from 43% in 1960. 

Average income of households headed by 15 to 24 year olds dropped 
almost 10% in 1989-90: Young adults bore brunt of recession- 
related layoffs. 

Compare with: Overall, inflation adjusted income of all 
U.S. households increased 6.5% in 1989-90. 


Postponing marriage: 

77% of men and 61% of women in the 20-24 age group in 1988 had 
never married, up sharply from 55% and 36% respectively in 1970. 
(From: ''Twentysomething", Time . July 16, 1990) 

Median age at time of first marriage is rising: 

In 1991: Women = 24.1 
Men =26.3 

Lowest in 1953: Women = 20 

Men =22.5 

Divorce rates peaked in the 1980s and are levelling off, but there 
is an increase in the number of single parent families. 

(From: "Rate of Marriage Continues Decline", The New York Times,) 
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Applications for MBA courses have fallen since last year/1991. 

(From: "Leaner Times for Business Schools", The Economist . 

February 8, 1992) 
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THE BABY BUST 


Baby Bust began in 1965 and ended in 1976, when births began to 
rise again (baby-boomers' children). 

First generation in American history to be smaller than the 
generation preceding them. 

There are just 40 million people aged 14 to 24 today, compared to 
44 million aged 25 to 35. 

(From: American Demographics . "Hanging Out with American 

Youth", February 1992) 


1992 June 


TOTAL 


16-19 years 

old 

("Teenagers") 

13.134 

m 

20-24 years 

old 

("Youths") 

17.751 

jn 

TOTAL: 



30.885 

m 

MALES 





16-19 



6.631 

xa 

20-24 



8.668 

JB 

TOTAL: 



15.299 

m 



1991 


1990 


TOTAL 





Teenagers/16-19 

13.336 

m 

13.794 

m 

Youths/20-24 

13.710 

M 

17.799 

JB 

TOTAL: 

27.046 

m 

31.593 

m 

MALES 





Teenagers/16-19 

6.746 

m 

6.947 

m 

Youths/20-24 

8.712 

JB 

8.647 

JB 

TOTAL: 

15.458 

m 

15.594 

m 


(Source: Bureau of Labor Statistics) 
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’RHPTf) YMTTUT 


Labor Force Participation 



Teenagers/16-19 

Youths/20- 

-24 

1992 

Mav 

June 

Hay 

June 

TOTAL: 

% in labor force 

49.1% 

60.9% 

76.4% 

80.3% 

Working ('000) 
Unemployment rate* 

5,104 

22.9% 

23.6% 

11,964 

11.8% 

11.1% 

MALES: 

% in labor force 

50.6% 

63.9% 

82.8% 

87.0% 

Working (’000) 
Unemployment rate* 

2,611 

22.2% 

25.4% 

6,248 

12.9% 

11.9% 


*: Seasonally adjusted for June 


Teenagers/16-19 


Youths/20-24 



1991 


. 1990 

1991 

.1.990 

TOTAL: 






% in labor force 

51.7% 


53.7% 

76.8% 

77.8% 

Unemployment rate 

18.6% 


15.5% 

10.8% 

8.8% 

MALES: 






% in labor force 

53.2% 


55.7% 

83.4% 

84.3% 

Unemployment rate 

19.8% 


16.3% 

11.7% 

9.1 

(Source: Bureau of Labor i 

Statistics) 




1970 

1975 

1980 1985 

1988 1989 

?000 

(% in labor force) 






MALES: 






16-19 

56.1 

59.1 

60.5 56.8 

56.9 57.9 

59.0 

20-24 

83.3 

84.5 

85.9 85.0 

85.0 85.3 

86.5 


(Source: Bureau of Labor Statistics, in Statistical Abstract 

of the United States . 1991) 


"Labor force participation by both teenagers and 20-to-24 year 
olds began to decline in mid-1989, well before the contraction 
began. And their participation rates are now lower than the nadir 
in the early 1980s, when the downturn was far more severe. "Such 
developments", says Harvard University economist Richard B. 
Freeman, "suggest that we may be seeing a long-term trend, as all 
kinds of jobs for low-skilled workers continue to disappear."" 
(From: "It's Getting Harder to Put Young America to Work", 

Business Week . March 30, 1992) 
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Religion: 

Church/Synagogue members: 

1986 1987 1988 1989 

18-29 years old 63% 62% 55% 61% 

Regular church attendance: 

1991 

18-29 years old 36% 

(Source: "Religion in America", The Gallup Report , The Gallup 

Organization, in Statistical Abstract of the United 
States . 1991, American Demographics . October 1991 + 
Phone call) 
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"Read any magazine": 
18-24 


ME DIA . USAGE 


1989 1990 1991 

% 86.2% 87.1% 86.6% 

Index 108 106 106 

(Source: Simmons, Volume M-5, p.17) 

Media comparatives: 

18-24 

magazines 
TV 

[Index, 100=U.S. average] 

(Source: MRI, in "The Magazine Handbook, 1990-1991", MPA) 

The 18-24 are heavy magazine readers (129 index for quintile 1 in 
1991 - SMRB), and radio listeners (114 index for quintile 1 in 
1991 - SMRB). They are light newspaper readers, and average TV 
watchers. 


1989 

134 

72 
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EDUCATION/JOBS 


"Students today are more focused on their careers than baby- 
boomers were. "Almost to a person, they're here today because 
they're thinking about their jobs afterwards", says WVU Provost 
William Vehse." 

(From: "Hanging Out With America's Youth", American 

Demographics . February 1992) 

"The twentysomething group is the best educated in American 
history. A record 59% of 1988 high-school graduates enrolled in 
college, compared with 49% in the previous decade." 

(From: "Twentysomething", Time . July 16, 1990) 

"60% of the Class of 1990 (comprising 2.3 million Americans) were 
enrolled in College in October of that year. This level matches 
the record setting figure for the Class of 1989. But college 
students are increasingly likely to take jobs to help hold down 
college expenses. In 1979, 46% of college students also held a 
job. By 1989, that figure had increased to 53%." 

"More than 81% of the students surveyed in 1991 planned to pursue 
advanced degrees, up from 77% in 1990" 

(From: "The First Job", American Demographics . June 1992) 


Enrollment 

. in Institutions 

of Higher Education 

by Sex and 

Age: 

MALES: 

1970 

1980 

1985 

1989 

1991 

2001 

18-19 

1,349 

1,375 

1,230 

1,382 


1,549 

20-21 

1,095 

1,259 

1,216 

1,248 


1,446 

22-24 

964 

1,064 

1,048 

1,058 


1,067 


(Source: U.S. National Center for Education Statistics, in 

Statistical Abstract of the United States . 1991) 
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Field of study: 

Note: Could find only partial information on the subject. 
From sample survey of college freshmen: 


1220 

Probable field of study: 


Arts and Humanities 16 
Biological sciences 4 
Business 16 
Education 11 
Engineering 9 
Physical science 2 
Social science 14 
Professional - 
Technical - 4 
Other 


1975 

1980 

1985 

1989 

1991 

11 

9 

8 

9 

8.4% 

6 

4 

4 

4 

- 

19 

24 

27 

25 

17.4% 

10 

7 

~7 

9 

9.5% 

8 

12 

11 

10 

- 

3 

3 

2 

-2 

- 

10 

7 

'8 - " 

10 

8.4% 

— : 

15 

13 

13 

- 

9 

6 

5 

3 

- 

- 

- 

16 

15 

- 


(Source: "College Freshmen, Summary Characteristics: 1970 to 

1989", The Higher Education Research Institute, UCLA, 
"The American Freshman: National Norms", in Statistical 
Abstract of The United States. 1991 + Phone call) 


Fewer business/management students: 

Business degrees conferred as % of total degrees: 

1971 1980 1985 1988 1989 

Bachelor's 14% 20% 24% 25% 24% 

Master's 11% 18% 24% 23% 

(Source: "Earned Degrees Conferred, by Field of Study and Level 

of Degree: 1971 to 1988", U.S. National Center for 
Educational Statistics, in Statistical Abstract of The 
United States . 1991 + Phone call) 

"In 1962, only 6% of all Master's degree awarded were in business 
administration. Twenty years later, 25% were. By the early 80s, 
500 institutions were offering the Master's in business education 
and were turning out upwards of 60,000 sheepskins a year, more 
than triple the number of master's degrees awarded in engineering 
and more than double the number awarded in the humanities" 

(From: "The MBA Glut", Forbes , January 20, 1992) 

European and American business schools together churn out more 
than 85,000 new MBAs each year. 
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After the Baby Boom...Who? 
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"ESCAPE" 


Drug Use: 


Use of drugs is down among young adults, but smoking and drinking 
remain high. 

Use of at least one illicit drug during past year, high school 
seniors: 



1975 

.1980 

J985 

1990 


Any drug 

45.0% 

53.1% 

46.3% 

32.5% 


Marijuana 

40.0% 

48.8% 

40.6% 

27.0% 


Hallucinogens 

11.2% 

9.3% 

6.3% 

5.9% 

(up from 

Alcohol 

84.8% 

87.9% 

85.6% 

80.6% 


Use of at least one ; 

illicit drug 

during past 

year. 

college 

students: 







1980 

1985 

1990 



Any drug 

56.2% 

46.3% 

33.3% 



Marijuana 

51.2% 

41.7% 

• 29.4% 



Hallucinogens 

8.5% 

5.0% 

5.4% (up 

from 

’89) 

Alcohol 

90.5% 

92.0% 

89.0% 




Higher numbers of high school students disapproving of drug use. 
For example, in 1990: 

95.4% disapprove of people (aged 18 and older) who try 
cocaine once or twice. (+1.0 from '89) 

- 67.8% disapprove of people who try marijuana once or twice. 

(+3.2 from '89) 

29.4% disapprove of people who try one or two 'drinks of 
alcohol. (+2.1 from ’89) 

(Source: "Monitoring the Future: A Continuing study of the 

Lifestyles and Values of Youth", 1991, The University of 
Michigan, Institute for Social Research) 
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Let's see how these experiences common among 
Jason and the other twentysomethings have made a 
difference on their outlook now and towards the 
future... 
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The Changing American Dream 
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FAILURE OF THE SYSTEM: 1969 - 1974 


By the time Jason entered kindergarten in 1974, his family was 
experiencing hardship and disappointments as the "leaders" of this 
country had let them down. More specifically, the United States was 
in worst recession in 40 years, President Nixon was named as a 
conspirator in Watergate cover-up and the House Judiciary 
Committee voted first bill of impeachment of a President. Additionally, 
Vice President Spiro Agnew resigned and was convicted of tax evasion, 
the FBI was struggling to resolve the SLA kidnapping of newspaper 
heiress Patty Hearst and the Arab oil embargo was creating long lines 
and high costs at gasoline stations nationwide. 

Once again, angry/violent reactions continued both at home and 
abroad. George Wallace was shot and crippled during the Maryland 
Presidential primary and seventeen people were shot to death at 
Munich Olympics. 
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THE FALL OF THE FAMILY: 1979 - 1982 


By the time Jason entered junior high school in 1979, his parents 
were divorced (as were many of his friends' parents), leaving him 
feeling isolated and alone. Kramer vs. Kramer , a movie depicting a 
family struggling with the issues associated with divorce and the 
effects on children, became reality to many families as the divorce rate 
continued to rise. 
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IMMERSION INTO UNREST: 1969 


Specifically, let's review the experiences of one 23 year old male, 

Jason Miller. Jason was bom into a two parent household on 
January 24, 1969 in a small town outside of Denver, Colorado. Jason 
was the first of two children. 

During Jason's first two years of life, many forms of unrest were 
occurring leading to a growing discomfort among Americans regarding 
the decisions and actions of those in power. Just a sample of the 
events occurring in the United States were Senator Edward Kennedy's 
Chapaquidiek incident, the U.S. withdrawal of troops in South 
Vietnam and the Supreme Court ruling on integrating schools. 

Outside the cocoon of Jason's infancy, the nation was being shattered 
by brutality and unrest. War protests occurred at Kent State 
University which killed four, riots were breaking out as a reaction to 
the 1968 Martin Luther King assassination, Abbie Hoffman and Jerry 
Rubin were verbally abusing "the system" in the Chicago 7 trial and 
the Archie Bunker character emerged on "All in The Family". 


Page 3 


Source: https://www.industrydocuments.ucsf.edu/docs/rnxlOOOO 


204185583? 



REFOCUSING: 1991 - 1992 


As Jason reached for his college diploma, the promise of a pot of gold 
at the end of the rainbow was shallow. With no other job and no 
other recourse, Jason moved back home with his Mom and began 
working part time at the Gap while volunteering his time to tutor low 
income high school students at his church. 

These recessionary times meant less jobs available at the entry level 
for the twentysomethings. Many compromised by taking a 
"temporary" job to pay the bills while rethinking what they really 
wanted to do with the rest of their lives while others continued on in 
grad school to pursue further degrees. 


N 
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Like every generation, this is a very diverse crowd and 
no single group or style dominates. You'll find 
everything from Home Boys to wholesome teachers. 
However, there are certain themes and attitudes that 
are common among them. 
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INTRODUCTION 


The TwentySomething Generation, also known as Generation X, is 
defined as the 48 million young Americans 18-29 years old bom in 
the decade following the Baby Boomers, that is 1963 - 1974. 

While this group represents various social/economic groups, there are 
similarities in what they have been exposed to and their experiences. 
In effect, the events which have occurred around them as they've 
grown up have shaped their lives today and left them questioning the 
way they choose to live their lives. 

Let's take a closer look at this generation. 
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"This crowd is profoundly different from - even contrary 
to - the group that came of age in the 1960’s" 


- TIME, July 16, 1990 


N> 
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THE RUN FOR THE ROSES: 1983 - 1986 


By 1983 when Jason entered high school, his Mom and Dad (who now 
was remarried and lived in another state) were both busy with their 
own careers and lives — trying to "have it all", get rich and do 
whatever it takes. The benefits were great "toys" for Jason, like trips 
to far away places, Atari games, televisions and a car of his own. 

The "life is a party" attitude depicted in Risky Business was prevalent 
and everyone was striving for the "right" job and trying to be 
successful like Alex P. Keaton on Family Ties . But the party began to 
get out of hand. Drug usage and drunk driving become facts of life as 
over indulgences became a priority for many. This focus on the 
materialist "things" in life came at the expense of one's family and 
relationships and, therefore, the divorce rate continued to rise. 
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CAUTIOUS ABOUT THE FUTURE 


"Do you ever have a strange sensation when you're standing by the 
door. To jump seventeen floors and crash intofreefalL But that fear 
takes control Fear of the unknown." 

- Siouxsie & the Banshees, "Fear of the Unknown" 


As a generation, they may appear cynical and apathetic. But a closer 
look reveals that their apparent apathy is realistic caution caused by 
the turbulent world they face as young adults. 

A world that should seem vibrant with opportunity and idealism is 
clouded by cold economic facts. Every generation aspires to do a little 
better financially than the generation before. This generation can't 
even hope to do as well as their parents. 

They are experiencing a Rude Awakening from the American Dream... 

A 1991 Time/CNN poll reveals that 65% of 18- to 29-year olds feel it 
will be harder for their group to live as comfortably as previous 
generations. The William T. Grant Commission on Work, Family and 
Citizenship, projects that people between the ages of 18 and 26 can 
expect to earn an average of 25 percent less in their lifetime than the 
generation just 10 years ahead of them. Those projections already 
seem to be coming true as corporate recruiting on college campuses 
nationwide is down 65% from 1989. 

This generation is more likely searching than apathetic, exploring a 
lot of avenues instead of charging down one parentally prescribed 
path. They're not sure what they want, but they're very clear about 
what they don't want. 
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THE END OF EXCESS: 1987 


Unsure of what he wanted to do, Jason entered college anyway. After 
all, he and his friends considered college a means of survival. He was 
convinced that he wanted to become a teacher or even an artist 
because that was something that would bring him internal happiness. 
Jason sold his car and used the money to buy art supplies and a used 
bicycle. 

From Main Street to Wall Street, people were "waking-up" to more 
moderate living. Black Monday on stock market in October 1987 was 
a signal that something was wrong in Camelot. The movie Wall 
Street and Tom Wolfe's "Bonfire of the Vanities" depict this "fall" of 
materialism. The spiral continued to turn as Ivan Boesky and 
Michael Milken were "caught" in the act and Oliver North admitted to 
Congress his involvement in the Iran-contra scandal. 
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CHRONIC NONCOMMITTALS 


"Take me away - release me from the cage -free me from the pain - and 
let me feel no shame. Runaway runaway runaway - why don't we - I've 
felt invisible for a long time." 


- Deee-Lite, "Runaway" 


This is the first generation of latchkey kids. It is also the first 
generation raised during a period of rampant divorce. 

An estimated 40% of people in their 20's are children of divorce and in 
78% of U.S. households in the 1980’s - both single-parent and 
two-parent, all parents were employed. (TIME, July 16, 1990) 

As kids, many of them were left alone in an empty house relying on 
the television or a revolving door of babysitters for playmates. They 
felt ignored. After all, they were babies at a time when having babies 
was not fashionable. 

Their own divorce projections are staggering. An estimated 60% of 
people currently in their 20’s will get divorced. (B. WALTER TAPE) 

It is not surprising that twentysomethings shy away from commitment 
as young adults. They claim to be postponing marriage to avoid their 
parent's mistakes. In 1990, 53% of people aged 20-29 had never 
married, up from 33% in 1970. (Inferential Focus Briefing, June 17, 
1992) 

And when they do marry, they aspire to balance family and careers. 
They want to work hard, yet not neglect their families. Their 
commodity of choice is time, not money. Time for themselves, their 
friends and their families. 
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OVERWHELMED BY REALITY 


'You've invented weapons capable of destroying every form of wild 
animal and vegetation. I am not sure what condition the world we are 
inheriting is really in. I just have a fear of smokestacks, and I don’t 
trust the men who feed their flames." 

- Jane's Addiction, Ritual De Lo Habitual 


People in their 20's are overwhelmed by the mass of social/political 
problems they feel they've inherited. They are a contemplative group 
that takes the problems of the world very seriously. 

In other generations, there was a single cause to rally around - Viet 
Nam, Civil Rights. In the 1990's, there is no one unifying cause, 
instead there are several complex and intimidating issues. 

It may appear that there is a lack of unity and purpose in this group 
since they have not come together to fight against a particular social 
issue. But instead of joining in national rallies or marching on 
Washington, this group prefers practical, results-oriented local 
activism. They are teaching reading to underprivileged children, 
working in shelters for the homeless and organizing local Earth Day 
events. 
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Words and Phrases Which Describe Post-Boomers 

(June, 1990) 

ggSgr.ib.es 

% 

Which of these words or phrases 
would you say describes your age 
group or generation? _ 

Into having a good time 53 

Ambitious 53 

Worried about the future 52 

Hard working 46 

Materialistic 43 

Environmentally conscious 43 

Cautious 32 

Serious 29 

Politically liberal 23 

Traditional 22 

Politically conservative 20 

Community minded 19 

Politically active 12 
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... A majority (51%) describe their current job as "just 
a job"; 48% see it as fitting in with their career 
goals. 

... Few post-boomers expect to stay in their current jobs 
for very long. 

- Twenty-five percent expect to leave in less than a 
year; half in two years or less. 

- Only 14% believe they will remain in their current 
jobs all their lives; 30% expect to stay there five 
years or more. 


Getting an Education To G et A Job 

Post-boomers concern about getting ahead is reflected in 
' their attitudes toward getting a college education. Host 
post-boomers (80%) agree that young people starting out 
today have little chance of success without a college 
education. Thirty-four percent think one must have a 
postgraduate degree to succeed. 

... Post-boomers' attitudes toward college is largely 
functional or job-related. 

- Sixty-seven percent say the main reason to go to 
college is to gain the skills necessary for a good 
job, compared to only 17% who say to be broadly 
educated and 13% to develop personally. 


The Disappearance of Leisure 

Perhaps it is a common characteristic today of all or most 
age groups, but post-boomers definitely perceive a loss of 
leisure. 

... Fifty-two percent feel young adults had it better in 
the 1960's and 1970's. 

- And "the easygoing lifestyle" was seen by this 
generation as being the most attractive feature of 
the 1960's asked about in this survey. More than 
three in four (77%) found this an attractive 
element of the preceding generation. 
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Attitudes Toward Marriage 


Post-boomers clearly see marriage as a problematical 

undertaking. At the same time, most either are married 

now or want to get married in the future. 

... Sixty-two percent say it is "hard" to have a good 

marriage today; 13% believe it is "impossible." Only 
22% see it as easy. 

... Their parents don't serve as very good models. 

Fifty-five percent reply that they would not want to 
have a marriage like their parents. 

... Twenty-seven percent reported having their parents 

divorce while they were growing up — with few saying 
the divorce didn't affect them at all and 42% saying 
it affected them a lot. 

... Even so, most post-boomers are married or definitely 
want to get married. Only 7% say they definitely do 
not want to get married. 

To continue the dimension; 

... A majority of post-boomers lived in families in which 
both parents worked — and 54% of these admit wishing 
their parents didn't have to spend so much time 
working. 

... In reference to bringing up their own children, 64% 
said that they plan to spend more time with their 
children than their parents spent with them. 

... Perhaps the best indicator of the upraising practices 
for this generation is the fact post-boomers report 
spending as much time in front of television as being 
with their parents. 
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Heroes 


It is frequently said that the post-boomers are a 
generation without heroes — a statement which has been 
made often about all post-King/Kennedy generations. 

... Interestingly, 58% of the post-boomers claimed that 
their generation does have its own heroes. 

... When asked who this might be, however, it became 

readily apparent that there was no consensus about a 
hero: no single person received more than 10% 

mentioned by those saying their generation had a 
hero. 

... Though young, this generation's heroes represent the 
status quo and mainstream rather than the cutting 
edge. Politicans/world leaders head the list — most 
often named (with % based on the 58% above) are: 

- Ronald Reagan (8%) 

- Mikhail Gorbachev (7%) 

- Jesse Jackson (6%) 

- Oliver North (5%) 

- George Bush (5%) 

... There are also many African-American leaders who make 
the list. In addition to Jackson, there is Nelson 
Mandela, Louis Farrakhan and Martin Luther King. 

Political Activism ^ 

Post-boomers do not describe themselves as being 
politically active. It is last on the list of 
self-descriptions — with only 12% using the term to 
describe their generation. 

... Similarly, being socially active is one of the main 
dimensions which post-boomers see as a difference 
between their generation and previous generations. 

The Environment 

At the same time, post-boomers express a high degree of 
concern about the environment. Forty-three percent 
describe their generation as being environmentally 
conscious. 
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REJECTION OF 1980’S VALUES 


"AU you yuppies in your euro buffoojapo mobiles. I'm not gonna go to 
work. I'm not gonna get offal the little go to work exit. I'm gonna go to 
a party at the beach. Hey hey hey, get outta my way, 'cause I ain't 
goin’ to work today." 


- Mojo Nixon and Skid Roper, "1986 OK" 

They abhor yuppie values like corporate climbing and crass 
materialism. They remember the Excessive 80’s as their Empty 
Childhoods. 

They are a hard-working group, yet they resist manic dedication to a 
70 hour work week and demand flexibility, access to decision making 
and work-free weekends. 58% of 18- to 29- year olds feel that there is 
no point in staying in a job unless you are completely satisfied. And 
60% said they plan to travel a lot while they are young. (TIME, July 
16, 1990) 

The money they earn will not be spent on Gucci leather and Club Med 
vacations. The materialism of the Excessive 80's is out. Instead this 
is a back-to-basics bunch that "sneers at Range Rovers, Rolexes and 
red suspenders" and cherishes the GAP and generics. 

Instead of a window office and fancy title, this group's self esteem is 
based on "finding yourself' - discovering who you are, what makes 
you truly happy. They are attempting to make "personally satisfying" 
choices in their careers and their relationships. 
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Attractiveness of the 19.6_0_l_s 
(June, 1990) 


Total 

% 


Do you sometimes wish that you 
had been a young adult in the 
1960's instead of the present? 

Yes 48 


No 


49 


Not sure 


3 


Not Not 

Attractive Attractive Sure. 
100 % —> % % % 


Which of these aspects of 
the 1960's do you find 
attractive and which are 
not attra ctive to vou?_ 


The easygoing lifestyle 

77 

21 

2 

The music 

70 

28 

2 

The sexual freedom 

48 

47 

5 

The political activism 

46 

47 

7 

The experimentation 
with drugs 

17 

79 

4 
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MEMORANDUM 


TO: 

FROM: 

SUBJECT: 

DATE: 


All Staff 

Hal Quinley 

Senior Vice President 

Time/CNN Poll Findings on Post-Boomers 
July 13, 1990 


The "twentysomething" generation is concerned about its future, 
skeptical about a successful marriage and environmentally 
conscious. They see themselves as ambitious and hard working, 
and value job satisfaction more than the money they make. They 
are jealous of the easygoing lifestyle which characterized 
young adulthood in the 1960's and 1970's. And while they say 
that their generation has its heroes, there is no consensus 
about who they might be. 

These are some of the highlights of a survey of 602 American 
adults age 18-29 by Yankelovich Clancy Shulman for Time 
Magazine and Cable News Network. The poll was conducted June 
13-17 by telephone and has a margin of error of plus or minus 
4%. 


* * * 

Highlights from the Survey 
Concern about the Future 

Post-boomers — while not without the exuberance of youth — 
express a high degree of concern about their futures. This 
concern is linked with the belief that it will be more 
difficult for them than preceding generations to get the good 
things in life — that they will have to work harder for them. 

... Standing high as a characteristic post-boomers use to 
describe their generation is being "worried about the 
future" — named by 52% of those in this age group. 

... Sixty-five percent of post-boomers agree with the 
statement: "Given the way things are, it will be 

much harder for people in my generation to live as 
comfortably as previous generations." 
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AN ECLECTIC GROUP WITH AN ECLECTIC CULTURE 


"We swallow the flavor of the month.. 

Being a thug was the flavor of the month 
No to drugs was the flavor of the month 
Rope gold was the flavor of the month 
Adidas shoes was the flavor of the month 
Gentrification was the flavor of the month" 

- Disposables Heroes of Hiphoprisy, "Famous and Dandy" 


The youth culture of the 90's is unique only in its eclecticism. 90's 
twentysomethings borrow from other generations and from other 
cultures for their styles of dress, music and habits. 

Today's youth culture is a melting pot of generations from around the 
world, with revivals of ripped jeans and platform shoes mixed in with 
Ralph Lauren and J. Crew prep and African beads thrown together 
with biker leather. 

They can be thought of as "open-minded samplers of a diverse 
cultural buffet", willing to try anything. For example.... 
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Wb_e_ther_ Be_t_ter_T_o Be A Young Adult Today or in 
The I960«s and 1970*s 
(June, 1990) 


Total 

% 


In general, do you think it is 
better to be a young adult today 
or better to have been a young 
adult in the 1960 *s and 1970*s? 


Better today 48 
Better in 1960•s/1970's 44 
Same* 3 
Not sure 5 


* - Volunteered response. 
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CRISIS ALL AROUND: 1975 - 1978 


As Jason was learning his alphabet and beginning to read, the United 
States seemed to be at war with themselves. Several 
assassinations/attempted assassinations of men in public office 
occurred. Specifically, Manson family follower Squeaky Fromme 
pointed a gun at President Gerald Ford and the Mayor of San 
Francisco and a City Supervisor were shot to death outside City Hall. 

While some were violently reacting to what was going on around them, 
others were contemplating the meaning of war with the Academy 
Award winning movies, Deer Hunter and Coming Home . 

Still others were questioning the meaning of life and death as 
evidenced by the Karen Ann Quinlan euthanasia ruling, the 
Jonestown, Guyana mass suicide, the birth of the first test tube baby 
and the abortion ruling. 

At this time of violence and upheaval, Jason's Mom, like many other 
women, was going back to work, leaving him to spend more time 
alone, find ways to solve his own problems and, in effect, raise 
himself. Up and down suburban streets, television became the best 
friend of youth in the empty houses across America. 
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The ..Heroes of the Post-Boomers 
(June, 1990) 


Total 

% 


Do you think your generation 
has its own heroes? _ 


Yes 


58 

No 

4 

39 

Not sure 


3 


Who are_jthey?* 

(raw votes listed) 



Ronald Reagan 


29 

Donald Trump 

11 

Mikhail Gorbachev 

23 

Family Members 

10 

Jesse Jackson 


20 

Kennedys 

9 

George Bush 


16 

Arnold 

Schwarzenegger 

9 

Oliver North 


16 

Louis Farrakhan 

8 

Michael Jordan 


11 

Martin Luther King 

8 

Nelson Mandela 


11 

Batman 

8 


* - Asked of those who feel their generation has its own heroes 
(base - 351). 
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OVERSTIMULATED AND OVEREXPOSED 


"T.V. it satellite links our United States of unconsciousness 
Apathetic therapeutic and extremely addictive 
The methadone metronome pumping out 
150 channels 24 hours a day." 

- Disposable Heroes of Hiphoprisy, 'Television, the drug of 
the nation" 

The twentysomething years have traditionally been a time of 
experimentation with all the things that were forbidden to children, 
like sex, drugs, and alcohol. The 90's twentysomethings watched 
other generations enjoy the sexual revolution, but in the 90's with sex 
there is AIDS. Other generations were known for excessive 
consumption of alcohol and drugs. In the 90's, the legal penalties for 
alcohol and drug consumption are severe. Alcohol, drugs and sex are 
still popular forms of recreation for this group, but reckless abandon 
without fear of consequence is a thing of the past. 

The only safe alternative is their music and nobody delivers it better 
than MTV. For some, TV was their babysitter or closest childhood 
friend. On average, they watched 23,000 hours of television before 
age 20. (B. Walter's tape) So it's not surprising that TV would be 
their comfort as adults. 

The quick cuts and fast pace of MTV are entrancing. They allow 
troubled young adults to tune in, turn on and tune out. And then 
there’s cable offering a vast variety of channels from around the world 
to entertain any mood. And a proliferation of special interest 
magazines, newspapers and mail order catalogs....the media 
environment is overwhelming. 


Page 18 


Source: https://www.industrydocuments.ucsf.edu/docs/rnxlOOOO 


2041855854 



Whether Unmarried Post-Boomers Want To Tie The Knot 

(June, 1990) 


Total 

% 

Are you yourself married, divorced 
or separated, widowed, or haven't 
you ever married? _ 

Married 36 

Divorced/separated 6 

Widowed * 

Never married 58 

In looking ahead, do you definitely 
want to get married, probably want 
to get married, or definitely not 
want to g et married?**_ 

Definitely want to marry 50 

Probably want to marry 38 

Definitely do not want to 10 

Not sure 2 

* - Less than 0.5%. 

** - Asked of those who are not currently married (base - 386). 
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Do Young Adults Today H ave It Better? 
(June, 1990) 


100 %—> 


In which of these areas 
do you think young adults 
in your age group have it 
better and in which areas 
did young adults in the 
I960's and 1970’s have it 
better? _ 

Getting a high paying 
job 

Getting an interesting 
job 

Living in an exciting 
time 

Having sexual freedom 

Enjoying financial 
security 

Bringing about social 
change 

Having enough leisure 
time 

Buying a house 


* - Volunteered response. 


Young 

Adults 

T<?a?y— 

% 

Young 

Adults 

SPg/?P? 

% 

Same/ 

No diff.* 

% 

Not 

Sure 

% 

77 

18 

4 

1 

72 

19 

7 

2 

50 

40 

9 

1 

50 

42 

6 

2 

45 

44 

7 

4 

45 

48 

4 

3 

38 

52 

8 

2 

24 

69 

4 

3 
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“If I see pants on backwards, I will make them go 
into the restroom and put them back on right.” Ah, 
now that’s the beginning of a real generation gap. 

The 'no' generation is turning that generation 
gap into a literary battle as well. High school 
authorities in Hollidaysburg 
(PA) like to suggest that their 
kids have no sex, no drugs 
and no pregnancy. However, 

Jennifer Wertz, age 16, 

- started her underground 
paper, Tell All, to explain 
that her friends experienced 
all of those things. 

Underground papers have 
become the way in which a 
generation that has been 
pushed around and controlled 
has found its voice. Twitch , 

Pravda, Subterrestrial and 
others reach teenagers hands 
from the pens of fellow 
teenagers. While child 
psychologists insist that such 
freedom of expression is 
essential to a developing 
adult, school principals have 
usually sought to control the 
flow of ideas. “Schools aren’t 
democracies,” one principal in Washington state 
insisted. {Wall Street Journal , 6/8/92) 

The 11 to 17 year old group is also angry at the 
older generations for damage to the future. One 
explicit area of concern is the environment. A 
majority of this young group believes they are the 
only ones in their families who care about the 
environment “They [parents] keep reelecting people 
who don’t do anything,” complained one 12 year 
old. A 13yearoldadded,“theydidn’trecycle. They 
just littered the country. Now, it’s hitting us [the 
kids], and we have to deal with it all at once.” {Los 
Angeles Times, 2/18/92) 

The marginalization of the teen voice and the 
omnipresent “no” hovering over teen social behavior 
complement the declining economic fortunes of this 
generation. In New York City, for example, the 
employment rate for 16 to 19 year olds declined 


12.6 percent, the lowest in the city’s history and 
down from 30 percent during the 1960s. Jobs that 
formerly fit teens -- clerking, delivering, stocking, 
serving -- have either disappeared or gone to 
unemployed adults. {New York Times, 6/2/92) 


In short, teens are being shunted aside. Their 
anger at being told “no” forever and ever (the theme 
has even reached, ironically, an advertisement 
campaign for McDonald’s) has turned some of that 
anger inward (suicide rates). Another expression of 
teen frustration is the recent appeal of Norfin Troll 
dolls, ugly toys that actually “cheer up” teen owners. 
Unlike the perfect Barbie of their parents’ youth or 
the Dawn and Skipper dolls of recent vintage, these 
are ugly creatures without perky bodies, nice clothes 
and with plenty of skin problems. Like the cabbage 
patch dolls which this same generation blew to 
marketing heaven a few years ago, these trolls are a 
form of rejection of what society sees as good, pretty 
and appropriate. {Miami Herald, 5/16/92) 

The “gap” conflict may be starting its next 
cycle, this time based not just on stylistic differences 
but on economic disparities and a social hierarchy 
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How Post-Boomers Will Raise Their Own Children 

(June, 1990) 

Have 

latol OiilflEsn* 

% % 

In bringing up your own children, 
do vou think vou will:** _ 

Spend the same amount of time 

with them 26 15 

Spend more time 64 73 

Spend less time 9 11 

Not sure 1 1 

In bringing up your children, 
do vou think vou will be:** _ 

Just as strict with them 52 39 

Less strict 23 27 

More strict 24 33 

Not sure 1 1 

* - Base * 215. 

** - Asked of all respondents except those who definitely do not 
want to have children (base « 560). 
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How Easy Is It To Have A Good Marriage Today? 

(June, 1990) 


Total 

% 


From what you have seen, would 
you say it is easy, hard, or 
probably impossible to have a 
aood marriaae today? 


Easy 

22 

Hard 

62 

Probably impossible 

13 

Not sure 

3 


Would you like to have a marriage 
like the one vour parents had? 

Yes 44 

No 55 

Not sure 1 


12 


Source: https://www.industrydocuments.ucsf.edu/docs/rnxlOOOO 
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Do Post-Boomers Want Children? 
(June, 1990) 


Total 

% 

Do you have any children of your 
own? _ 

Yes 36 

No 64 

In looking ahead, do you definitely 
want to have children, probably want 
to have children, or definitely do 
not want to have children?* _ 

Definitely want to 55 

Probably want to 33 

Definitely do not want to 11 

Not sure 1 

* - Asked of those who do not currently have children (base *= 
387) . 
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The Music of the Post-Boomers 
(June, 1990) 


Total 

% 

Do you think your generation 
has its own music? _ 

Yes 86 

No 13 

Not sure 1 

« 

Which one of these would you 
say is your favorite type of 
music? _ 

Contemporary rock or 

Top 40 30 

Classical rock from the 

60's and 70's 22 

Rap 10 

Heavy metal or Hard rock 11 

Country/Western* 8 

Jazz* 4 

Easy Listening/Soft Rock* 2 

Punk/New Wave* 2 

Rhythm & Blues* 2 

Gospel* 1 

None* 1 

Other* 8 

Not sure 1 

* - Volunteered response. 
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Attitudes Toward Parents Working While Growing Up 

(June, 1990) 


Total 

% 

Did one or both of your parents 
work during the main period when 
you were orowino up? _ 

One parent 44 

Both parents 55 

Neither* 1 

When you were growing up, did you 
ever wish your parents didn't have 
to spend so much time working? 

Yes 46 

No 53 

Not sure 1 

* - Volunteered response. 
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that has sat on this generation’s attempts at free 
expression. Those realities could make the 
inter-generational anger nastier than in the recent 
past. 



The Special Generation 
(5-11 years old) 

In 1984, the population had more children 
under five than at any time since 1968, when the 
largest birth year in history (1964) hit the five year 
mark. That fact inspired us to write “These Kids 
Will Be Kids” (IF 636, 11/12/85), a report that 
explained the ways in which parents were pursuing 
their babies’ interests. Parents were showing diligence 
in keeping their new offspring secure, content, busy 
and smart. The new kids were different because 
many of die parents were older than historical parental 
ages, had more money and were setting aside more 
time to spend with their kids. We recognized that 
this would be a special generation. 

The fruits of due diligence are just starting to 
appear, and the proud parents may be discouraged. 


Some are obviously receiving the best of everything, 
but the average is not moving ahead of past 
generations. 

♦ One-fourth of fourth graders watched 6 or 
more hours of television each day. 

♦ Nineteen percent of fourth graders never 
read outside of class, up from 10 percent in 1988. 

♦ Twenty-five percent of fourth graders and 
20 percent of eighth graders never talk about what 
they read in class. (Christian Science Monitor, 
6/1/92) 

While the specifics of the special generation’s 
education may be less than desired, the kids still 
have spunk. One of the hottest toys this year is the 
Super Soaker water gun. The guns, which can hold 
anywhere from 1 to 3 liters of water and cost up to 
$30, have attracted the attention (and money) of the 
6 to 12 age group (i.e. the special generation). 

“The appeal,” according to A1 Davis, vice 
president for sales at Larimi, the gun’s manufacturer, 
“is that when you shoot somebody with this gun, 
people get wetter than they would from any other 
type of squirt gun.” Hitting the target is no longer 
sufficient; making the target walk around soaking 
wet for several hours is the new standard. (Advertising 
Age, 5/11/92) 

The Super Soaker suggests an aggressiveness 
in this group that hovers just below the surface. 
Unlike the more open generational conflicts surfacing 
in the older 'no' generation, the anger in this group 
breaks through the surface only occasionally, although 
its existence is clear. For example, in Boston, the 
incipient violence in this group led to a Super 
Soaker shoot-out, which in turn led to a shoot-out 
with real guns and two dead teens. Boston’s Mayor 
Flynn asked that the Soakers be taken from the 
shelves. 


The Power Structure Moves On 
(48 and Up) 


The American Association of Retired Persons, 
looking to expand its political clout, has lowered 
membership age to 50. More than half of the 


Source: https://www.industrydocuments.ucsf.edu/docs/rnxlOOOO 
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country’s over-50 population now belongs to AARP, 
making it the second largest membership organization 
in the United States, behind only to the Catholic 
Church. Although such a low membership age may 
be rushing the reality of retirement, it is not rushing 
the time when most people give serious thoughts to 
the subject of retirement. That topic seems to be the 
most common theme for everyone in this older 
group, that and the comfortable belief they have 
done tilings right. 


seniors actually placed the largest non-store order 
for the Super Soaker guns toys, which were created 
for the 6 to 12 year old group. They are also 
inspiring a wide range of hot shot images in television 
commercials. In one Budweiser spot, a guitar-playing 
senior challenges a young rocker’s ability to make 
music, and in another, the older women show 
professional baseball players how to work out These 
“wisecrackin’ grandmas,” as Barbara Lippert in the 
trade publication Adweek labelled them, have, of 



CORPORATE LEADERS GATHER IN A FIELD OUTSIDE DARIEN, CONNECTICUT, WHERE 
ONE OF THEM CLAIMS TD HAVE SEEN THE INVISIBLE HAND OF THE MARKETPLACE. 


For those already retired, feistiness has become 
a hallmark. Called the “greedy geezers” by angry 
supporters of the Social Security system, this 
generation, while not all wealthy, has an aggregate 
wealth that makes it the richest segment of the 
population with the largest discretionary income 
($170 billion a year). Of those over 65, an amazing 
93 percent say they have “enough money to get by,” 
a figure that slides only slightly to 86 percent for 
those 50 to 64. Over51percentoftheover65 group 
and 48 percent of the 50 to 64 group think of 
themselves as “financially comfortable.” By way of 
comparison, only 33 percent of those under 50 feel 
secure. ( Adweek , 5/18/92) 

And some of these secure seniors feel pretty 
cocky about their status. One group of ship-cruising 


late, popped up in ads for Pepsi, Pizza Hut, 
Cracklin’ Oat Bran and McDonald’s. C Adweek , 
5/25/92) 

A crucial aspect of this feeling cocky and 
showing others how everything should be done is 
the preference for the way it used to be. Asa result, 
seniors are less likely to own answering machines, 
VCRs and other home electronics, less likely to use 
ATMs and computers and less likely to deal with 
any communications equipment being developed. 
According to one bank official, one quarter of all 
seniors want “nothing more advanced in [their] 
home than a telephone.” As a result, the seniors 
have more funds to spend and are more isolated 
from society’s direction.” (Los Angeles Times, 
4/21/92) 
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The Necessity Of Advanced Education 
(June, 1990) 


Ig.tAl 

% 


Do you agree or disagree: 

Young people starting out 
today have little chance of 
success without a college 
education. _ 

Agree 80 


Disagree 18 

Not sure 2 


Do you agree or disagree: 

A college education is not 
enough for young people 
these days. To succeed, 
you need a postgraduate 
degree. * __ 

Agree 4 2 

Disagree 54 

Not sure 4 


* - Asked of those who agree that there is little chance of 
success without a college education (base •= 483) . 


20 
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Quality Time — Did It Exist For .Post-Boomers? 

(June, 1990) 


2a&al 

% 

How do you feel about the amount 
of attention given you by your 
parents when yovf were growing 
up? Do vou think it was: _ 

About the right amount 71 

Too much 6 

Not enough 23 

When you were growing up, which did 
you spend more time doing — being 
with your parents or watching 
television! _,_ 

Being with parents 43 

Watching television 45 

Same* 8 

Not sure 4 

* - Volunteered response. 
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rappers and heavy metal musicians have defined 
teen anger, expressing quite clearly that the 'no' 
generation resented deeply the power and limits 
being applied to its life. 

Frustration over being told “no” eventually 
broke through in older teens. This college age group 
turned binge drinking into a way of life, turning 
anger inward. In 1977, 20 percent of men and 10 
percent of women said they drank to get drunk; in 
1989, incoming freshmen upped those figures to 40 
percent for men and 34 percent for women. (Atlanta 
Journal & Constitution, 6/3/92) 

Recently, “rave” parties and related “techno 
rock” have moved toward the mainstream. Raves 
are open-ended parties that may last for hours or 
days and reportedly involve considerable amounts 
of heavy drugs. Techno music is harsher than heavy 
metal and even d.j. music, and it is faceless because 
no bands play it. It is a technological product 
manufactured by technicians in the studio. 

The technological dimension to the music 
makes it an artistic equivalent of the social “no” that 
authority figures force on this generation. Perhaps 
for that reason, teenagers buy it, even if there are no 
concerts to attend. In fact, part of the appeal is that 
same faceless, technological dimension. “It’s truly 
their [teens] music,” explained one record producer. 
“A lot of people over the age of 25 just don’t get it, 
and the kids that are buying the records like that.” 

Journalists who cover the “rave” scene claim 
that nitrous oxide and hallucinogenic drugs like 
Ecstasy are essential elements of the party. In other 
words, representatives of mainstream culture find 
raves and techno rock distasteful, and teens seem to 
like the rave world even more because of adult 
rejection. ( Billboard , 5/23/92) 

Not all teen rebellion is quite this assertive, but 
nonetheless the rebels have started to show themselves. 

♦ Hip Hop rappers Kriss Kross have created a 
style called “Kross dressing,” which means buying 
shirts and jeans at least four sizes too large and 
wearing them backwards (i.e. zipped and buttoned 
up the back). “You gotta wear your stuff big,” 
proclaimed one eighth-grade Kross dresser, “so you 
can be loose for hip-hop dancing.” {Miami Herald, 
5/20/92) 


More to the point, seeing a Kross-dressed 
teen, an outsider might not know for sure which way 
the teen is going, an idea that no doubt pleases the 
teens. 



Kriss Kross’ album, ‘Totally Krossed Out,” 
reached number one on both Billboard’s Top R&B 
Albums list and the Billboard 200 pop chart. The 
group’s single, “Jump” reached number one on the 
magazine’s Hot 100 Singles list ( Billboard, 
5/30/92) 

Given this much appeal and the thought that 
Kross dressing could become even more widespread, 
parents and teachers have expressed concern over 
the phenomenon. The principal of Deerfield Beach 
Middle School (FL) insisted that the style crossed 
the line. “It will not be tolerated,” he claimed. “We 
will make them change.” Another principal added. 
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Importance Of Various Job Factors 
(June, 1990) 



Very 

Somewhat 

Not Very 

100%- 

Important 
—> % 

Hpp.pr£,.an& 

% 

Important 

% 

Here are some factors that 
some people might look for 
in a job. Please tell me 
whether each of these is 
very important to you in a 
job, somewhat important, or 
not verv important to vou_. 

That you enjoy your 
work 

85 

14 

1 

Your security in 
keeping the job 

80 

17 

3 

That you are doing 
something you 
believe in 

77 

17 

6 

Your chances for 
promotion or 
career advancement 

67 

26 

7 

Whether the job helps 
you develop as a 
person 

65 

27 

8 

The amount of money 
the job pays 

59 

37 

4 
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The Future Of Socia.l_&e_c_ur±fcy 
(June, 1990) 


Total 

% 

Do you 'think that the Social Security 
system will still be around when you 
reach retirement age or not? _ 

Yes, will be around 37 

No, will not be around 55 

Not sure 8 

How well do you think Social Security 
will provide for you when you retire? 

Do vou th ink it will pav-fora- 

All or most of your needs 

in retirement 5 

About half your needs 16 

A small part of your needs 56 

None of your needs 21 

Not sure 2 
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Divorce And Its Effect Upon Post-Boomers 
(June, 1990) 


Total 

% 


Were your parents divorced while 
you were growing up? _ 

Yes 27 

No 73 


Did this divorce affect you a great 
deal, some, a little, or not at all?* 


A great deal 

42 

Some 

25 

A little 

17 

Not at all 

16 


* - Asked of those whose parents were divorced while they were 
growing up (base ■ 160). 
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Post-Boomers As Consumers 
(June, 1990) 


A -l Pt 

100 %-> % 



Please tell me whether each 
of these describes you a lot, 
somewhat, or not at all? _ 

I usually stick with the 
same brands when I buy 
things 

Quality is more important 
than price when I buy 
things 

I like to buy the very 
best regardless of 
cost 

I often buy generic 
nonbrands in order to 
save money 


50 36 


48 42 


20 45 


19 46 


-26 


Not at 
-AU— 
% 

14 

10 

35 

35 


Source: https://www.industrydocuments.ucsf.edu/docs/rnxlOOOO 
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Post-Boomers; Philosophies On Life 
(June, 1990) 


Not 

Agree Disagree Sure 
100 %—> % % % 


Do you agree or disagree: 

There is no point in 
staying in a job 
unless you are com¬ 
pletely satisfied 

Money can buy happiness 

I plan to travel a lot 
while I am young 

Given the way things are, 
it will be much harder 
for people in my generation 
to live as comfortably as 
previous generations 


58 

40 

2 

19 

80 

1 

60 

38 

2 

65 

33 

2 


Tffifcftl 

% 

Is this something you feel 
resentfu l about?*- 

Yes 26 

No 72 

Not sure 2 


* - Asked of those who agree that it will be harder for them to 
live as comfortably as previous generations (base = 392). 
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The Importance Of_An Education 
(June, 1990) 


Total 

% 

What is vour current level of education? 

Less than high school graduate 13 

High school graduate 41 

Some college (two years or less)/ 

Associates degree 22 

Some college (more than two years) 8 

College graduate 11 

Postgraduate studies (no degree) 2 

Postgraduate degree 3 

Have you completed you education, or do 
you plan to continue vour education? 

Completed 23 

Plan to continue 74 

Not sure 3 

In your view, what is the main reason 
to go to college — to become broadly 
educated, to develop personally or to 
get the skills necessary for a good job? 

Gain job skills 67 

Become broadly educated 17 

Develop personally 13 

Not sure 3 

-19- 


Source: https://www.industrydocuments.ucsf.edu/docs/rnxlOOOO 


2041855883 



Post-Boomers Expect To Move Around In The Working World 

(June, 1990) 


Total 

% 


Does this job fit with your career 
goals or is it ju st a job?*_ 

Fits vith career goals 

Just a job 

Not sure 


48 

51 

1 


How long do you expect to stay at 
vour Dresent iob?* 


Less than six months 

17 

7-11 months 

8 

1-2 years 

24 

3-5 years 

18 

More than five years 

16 

All your life 

14 

Not sure 

3 

* - Asked of those who are either working full time 
(base - 482). 

or part time 
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into more desperate themes. Reebok argues “Life is 
Short, Play Hard,” while a new cable channel asserts, 
“We’re all going to die. Watch Comedy Central.” 
The problem, of course, is that these messages 
completely miss the younger part of the baby boom 
which no longer shares this obsession with an ever 
dwindling lifespan ahead. {Forbes, 3/30/92) 

The older group has become the “sandwich” 
generation, laboring with children to nurture and 
parents to nurse. Because of its numbers and 
income levels, it contributes the highest percent of 
revenues to Social Security, knowing full well that 
when it reaches retirement age, the system will have 
more than likely vanished At the economic extreme, 
some have resorted to “granny dumping,” dropping 
an elderly parent by a hospital for care and never 
returning. 


& 

students not headed toward health care, computers, 
chemistry, mathematics and law are having trouble 
finding work. In fact, during the recent recession, 
employers eliminated one third of all jobs that 
college graduates have traditionally taken. In response 
to this dreary outlook, some graduates have rejected 
the interview circuit, dodged the career path for the 
near term and taken jobs like making bread at the 
Great Harvest Bakery chain. “I wasn’t sure what I 
wanted to do when I graduated, but I knew the 
recession was making it really hard to find serious 
work,” explained one bread kneader. “This is a 
great job because it's fun, you can listen to music and 
enjoy the atmosphere, and you get to use your 
hands.” In short, they are college-educated youths 
working year round at what used to be a summer job. 

(I Chronicle of Higher Education, 5/20/92) 


Home Bodies 
(18-23 years old) 

Between 1973 and 1990, families 
headed by 20- to 24-year olds 
experienced a drop in income equal to 
that of the Great Depression. Fully 82 
percent of young adults between 20 to 

24 are already in the workforce .mostly 
underemployed. Moreover, according 
to the William T. Grant Commission 
on Work, Family and Citizenship 
(1990), youth between the ages of 18 
and 26 can expect to earn an average of 

25 percent less in their lifetime than 
the generation just 10 years ahead of 
them. Given the bleak forecast for this 
group, one other statistic seems to 
follow: 53 percent of 18 to 24 year 
olds now live at home with their parents. 
{Kansas City Star, 3/18/90; Across the 
Board, 1-2/92; for more details see 
“Generation Gap — Worldwide,” 
IF 1113,4/20/90) 

According to surveys of the 
current, college jobs recruiting season, 
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... Job security is important to the post-boomers, with 
80% saying it is very important in a job. 

... Sixty-nine percent say young adults in the previous 
generation had it better when it came to buying a 
house. 

... Most post-boomers (55%) doubt that Social Security 
will be around when they retire and few think they 
will get much support from it in their retirement 
years. 

- Only 5% think Social Security will provide all or 
most of their needs when they retire. Fifty-six 
percent believe it will provide- only a small part 
of their needs; 21% none at all. 


Ambitious ■and Materialistic -- But Seeking Job Satisfaction 

Reflecting these concerns, many post-boomers describe 
themselves as being ambitious and materialistic. However, 
while placing a high value on getting a good-paying job, 
they place even more value on job satisfaction and having 
a job they believe in. One reason for this may be that 
most are not satisfied in their current job and plan to 
change jobs in the near future. 

... Fifty-three percent describe their generation as 
being ambitious, 46% as hard working and 43% as 
materialistic. 

... Asked what is important in a job, post-boomers most 
often cite enjoying the work (85%) — with the money 
(59%) ranking at the bottom of the list. 

... Also reflecting post-boomers' belief that jobs should 
be enjoyable and satisfying is the finding that 58% 
agree that "there is no point in staying in a job 
unless you are completely satisfied." 

... Post-boomers who are currently employed have mixed 
attitudes about their jobs. 

- Twenty percent are completely satisfied and 27% 
very satisfied. 

- Forty-one percent are only somewhat satisfied and 
12% not very satisfied. 

. To be noted is that lower levels of satisfaction 
are more common among the part-time employed. 

- 2 - 
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Post-Boomers At Work: Are They Satisfied? 
(June, 1990) 


Total 

% 


Are you currently employed either 
full time or part time? _ 


Yes, 

full time 


63 

Yes, 

part time 


17 

No 



20 


How satisfied are you with your 
current iob?* _ 

Completely satisfied 20 

Very satisfied 27 

Somewhat satisfied 41 

Not very satisfied 12 


* - Asked of those who are working either full time or part time 
(base * 482). 
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Whilc the hotshot elderly island hop on cruise 
lines, ignore new technologies, squirt each other 
with megadoses of saltwater, and flash across the 
TV screen as feisty grannies, they continue to depend 
on institutional support. For those over 55, monthly 
income is comprised of: Social Security - 38 
percent; company pensions - 17 percent; personal 
savings - 25 percent. Put in perspective, the elderly 
comprise 12 percent of the population and receive 
60 percent of all federal social spending. As a result, 
only 12 percent of the elderly live in poverty while 
20 percent of U.S. children live in poverty, and the 
fastest growing age group in poverty is the under 
five age group. (New York Times, 4/13/92; Atlanta 
Journal & Constitution, 6/4/92) 

This economic tilt toward the upper end of the 
age scale does not always go well with those struggling 
groups behind. A University of Florida study 
discovered that anywhere from a third to a half of 
“younger people” agreed “to various statements 
suggesting that the elderly are a selfish voting bloc, 
often a divisive influence in their communities and 
benefit unfairly from government social programs.” 
The study also showed that the greater the 


concentration of elderly in a given community, the 
higher the level of hostility. (Atlanta Journal &. 
Constitution, 6/5/92) 


Sketching the Generations 

These “soundings” from the generations suggest 
some significant realignment of age groups and 
some splits within groups. The once-favorite baby 
boom has split, with the older group acting more and 
more like its older brothers and sisters, most of 
whom are focused on retirement, and the younger 
boomers finding like economic and attitudinal styles 
in the “generation apart” just behind them. While 
current college grads are making peace with their 
parents, the generation gap is reappearing, and anger 
seems stronger, even though undirected at this time. 
The only group becoming a target of anger is the 
elderly, who, according to younger people, are 
taking more than they deserve. 

A chart of the different aggregates might look 
like this. 


(Age approximations) Characteristic 

Would-Be/ 
Could-Be Angry 

The Special Generation (5-11).Feeling lough - Turn on the TV 

The Wo' Generation ( 11-17).Rebels Without a Cause, Again 

Floatin' ffffl§ 

Home Bodies (18-23).Hi Mom, Hi Dad, I'm Home 

Frustrated/ 

Alienated 

The Generation Apart (22-28) .Nothing to Lose - Nothing to Gain 

Younger Baby Boomers (28-35).Nothing Gained - Nothing Ahead 

Retirement 

Obsessive 

Older Baby Boomers (36-46).Mortality, "Do Something", Well-Being 

Older Adults (46-66).Stay Healthy, Stay Afloat, Check Retirement 

Elderly (66-above).Dependent But Acting Independent 
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2041655864 



























How well Thinqs^ftrg. Going For Young Adults 
(June, 1990) 


How well do you think things are 
ooind for vouna adults these davs? 


Total 

% 

Very well 


6 

Fairly well 


48 

Fairly badly 

- 

34 

Very badly 


11 

Not sure 


1 

•A 




And what about you personally ~ 
vould vou sav that vou are:_ 


Very happy 

33 

Pretty happy 

60 

Not very happy 

7 

Not sure 

* 


* - Less than 0.5%. 
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classmates' purchases. CollegeTrack Inc. calculates there are 
7.4 million full-time undergraduate students in the U.S., and 
they have average disposable income of $114 a month. The 
opportunity for building product loyalty is also great: Every 
satisfied customer is a potential buyer for decades to come. 

Yet many companies spend their ad dollars in the wrong 
place. Although TWA says it believes its marketing effort 
through travel agencies "is a cost effective" technique, Mr. 
DeBoer says putting _up posters at schools and advertising in 
college newspapers would be a better way to reach students. 

Tambrands originally ran its First Response ads in class 
directories, which are used during registration, when 
students are selecting courses. Collegiate Advantage Inc., a 
college-market consulting firm in Boston, saw the ads and 
approached the company with suggestions for new advertising 
outlets, saying that directories are better for advertising 
things like computers and calculators. Now, Tambrands puts 
its new ads in college newspapers. 

Perhaps the biggest mistake companies make in their 
approach to the market_is talking down to students, according 
to marketing specialists. Miller Brewing Co. had to cancel a 
16-page glossy advertising supplement that was running in 
student newspapers last spring after students at several 
universities expressed outrage at the beer company's 
promotion. Students complained in letters to the editor that 
the supplement, titled Beachin' Times, was insulting, 
presenting college life as one where party animals chase 
"unbelievable babes," "sleep 'til noon" and don't know 
sentence structure. 

"I think a lot of companies think people are dumb and 
uneducated and that the lowest common denominator is the best 
route to take in ads. But it's offensive to these kids," says 
Bill Tragos, chief executive officer of TBWA Advertising 
Inc., a New York advertising agency. 

"Of any consumer group, college students are the most 
critical," says Frederick Elkind, vice president and director 
of TrendSights, a division of ad agency Ogilvy & Mather Inc. 
"If you do things that border on silly or insulting, they can 
really be turned off." 

Miller has since switched its student promotions to 
point-of-purchase advertising during the traditional 
spring-break period. This year, the company has set up a 
"Miller Welcome Center" under a giant tent in Daytona Beach, 
Fla., where students can play games and make a music video 
for free. Miller is advertising the promotions on local 
Florida radio stations. 

So what does score well with the college crowd? Not 
surprisingly, one way to reach students is with students 
themselves. 

American Telephone & Telegraph Co., which has in-house 
specialists on college marketing, scored big with its student 
testimonial ads in campus newspapers. The ads, which stress 
the importance of long-distance calls as the connection to 
home, use real students in real campus-life situations and 
have received applause in student focus groups nationwide. 

Levi Strauss & Co.'s 501 jeans promotions have also been a 
hit in student polls. The documentary-style ads show young 
adults in various parts of the country doing things 
characteristic of that region, such as boating in a Louisiana 
bayou. 
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IF 1317 

June 17,1992 


SOUNDINGS FROM THE GENERATIONS 


Relations within and between generations are changing... again. The huge baby boom has 
started to splinter, with the younger half starting to act more like the ",generation apart,” the 
younger group just behind, and the older half of the baby boom becoming consumed with retirement 
matters like the age groups just ahead. Meanwhile, the “Home Bodies," those in their lower twenties, 
have started to follow the culture of the 1960s, perhaps because they are returning home to live with 
their elder baby boom parents. The 'no generation, that group of middle and late teenagers who have 
been told their entire lives not to do this and not to do that, are reaching an angry young adulthood. 
The group of kids just entering teenage years are the “new rebels without a cause,” reenlivening the 
generation gap. The older generations are moving out of the system into a highly dependent but 
socially secure retirement, many of whom are starting to irritate the younger generations who have 
dubbed them "greedy geezers.” 

The new breakout of age groups reveals that earlier categories no longer reflect the priorities 
of the emerging ages, that conflicts between generations could become political and that reaching 
each group may require a rethinking of old standards. 


‘ A Generation Apart’ 

(22-28 years old) 

“A Generation Apart” (IF 513, 6/11/84) 
explained how the age group behind the baby boom 
was starting to assert its own identity, intentionally 
separating itself from the mammoth generation just 
ahead of it. For the first time since the 1950s, we 
noted, some age group other than the baby boomers 
was creating and even controlling pop culture. Unlike 
the boomers, who protested contemporary politics 
but never questioned its future prospects, this 
adventuresome group was putting its contemporary 


world together with its future prospects and not 
coming up with much that was positive. As a result, 
its negativism, its sense of uniqueness and its 
separation from mainstream (i.e. career) motivations 
made the “generation apart” different. 

Since then, authors have identified this group 
of roughly 35 million people as the “X Generation” 
because of its notable rejection of mainstream ideals ^ 

and its general indifference to institutional demands. 

The reason may be related to the fact that when the 
group reached employable age, only low-paying 
entry level jobs in the service sector greeted them. 
However, because of their diminishing numbers. 


_ Copyright: 1992 Inftrtntinl Focut, Inc. • AU Rithti Reserved _ 
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Oddly enough, the economic bad news has 
actually liberated this group from career pressures. 
In fact, negative news from the real world led to a 
curious response: making peace with their parents. 
Dr. Claire L. Gaudiani, president of Connecticut 
College, recently reported on this odd linkage after 
observing her college’s 
graduation ceremonies. The 
older generations “share much 
- more with our children than 
our parents shared with us,” 
she noted. After listing the 
many areas of common 
interest, including rock ‘n’ roll, 
dress and dance styles and 
social concerns, she reported 
that “nearly 60 percent of the 
freshmen at Connecticut 
College rank parents and 
family members as the people 
they most admire (teachers 
are .in second place; friends, 
third).” (Chronicle of Higher 
Education, 5/20/92) 

In music, of course, this 
generation has a wide range 
of tastes, but many loyal fans 
have made successes of bands 
like Blues Traveler, Phish, 

Widespread Panic, the 
Aquarium Rescue Unit and 
Spin Doctors, all of whom admittedly ape the styles 
of The Allman Brothers and The Grateful Dead, 
bands that started in the late 1960s and early 1970s. 
Looking at the young audience, Warren Haynes, 
guitarist with the Allman Brothers Band and session 
musician with Blues Traveler and the Spin Doctors, 
suggested an historical explanation. “I think these 
kids feel like they missed out on a lot of cool shit” 
(Rolling Stone, 5/28/92) 

“Nearly everybody [in the audience],” according 
to Rolling Stone writer, Jeff Giles, “seems to be a 
fresh-scrubbed twenty-year-old wearing fatigues 
or a loose, flowery dress.” Their presence at such 
concerts across the country suggest what Ms. Ga u d ian i 
saw at Connecticut College - “the cold war is over 
between [at least two of] the generations.” 


Even though bad economic news might have 
created generational conflict in the past, in the group 
just leaving college, the bad news has created a 
generational detente of convenience. Maybe the 
prospect of having to return home to live has chastened 
that generation. 


The ‘No’ Generation and the New 
Rebels Without a Cause 
(11-17 years old) 

While economic fortunes continue to realign 
the generations, teens and near teens (i.e. a little 
older or a little younger) have started to reassert 
their traditional role as troublemakes. Kids in this 
group could well be called the ’no’ generation because 
for most of their lives, parents, teachers, preachers, 
athletes, police, U.S. Presidents and everyone else 
have been telling them “no.” “Just say no to drugs” 
has matched similar restraint orders on drinking, 
sex, skateboarding, clothing, hair styles, playing on 
the streets, “hanging out” on street comers, being 
out late and everything else. In the recent past. 
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The terrible 



They whine, they pout, 
they don’t do lunch. 
But do twentysomethings 
deserve all the bum raps? 


By Michele Weldon 

I f there is a bumper sticker 
that fits today’s twen¬ 
tysomethings, it would 
read: “Earn the max for 
the minimum.” 

If the greed ethic fueled the 
Me Generation in the ’80s, 
today’s generation of young 
adults in their 20s is fueled 
by the “less work” ethic. 

They want big salaries, but 
they don’t want to sacrifice 
for the job. Careers just don’t 
mean that much to them, 
They see high unemployment. 
They see the problems two 
careers caused their parents. 
They see the kings of Wall 
Street going to jail. They’ll 
work, but not that hard. 

There are more than 40 
million young adults ages 20 
to 29 in this country, accord¬ 
ing to the Bureau of the Cen¬ 
sus. More than one-third of 
the young men ages 25 to 29 
and 15 percent of the young 
women in that same age 
group earn more than 
525,000. According to a re¬ 
cent survey at Michigan State 


University, students who 
graduated from college in 
1991 earn an average starting 
salary of $27,000. 

They are called spoiled: 

Both parents usually worked, 
and they were given what 
they wanted. At twen¬ 
tysomething, they don’t want 
the good deal to end. 

“Our expectations come 
from more successful parents 
and them giving us more 
money,” says Maura Fen- 
ningham, a 20-year-old junior 
at the University of Notre 
Dame, South Bend. Ind. 

Gimme, gimme, gimme. 

Dream on, young twen¬ 
tysomethings ... 

The alarm goes off 

“They woke up in a tremen¬ 
dously disappointing mo¬ 
ment,” says Faith Popcorn, 
chairman of BrainReserve, a 
New York-based marketing 
and consulting firm. “This is 
the bad dream part. They can’t 
achieve what their parents 
have achieved and it is a very 

See Twenties, pg, 6 


hikin' 'bout ny de-generation: 


By Brenda Herrmann 

T he Video Generation. The Lost 
Generation. The Move-Back- 
Home Generation. The 
Apathetics. All these titles and 
more have been placed upon peo- 
. pie ranging in age from 18 to 24, 
! generally considered the twen¬ 
tysomethings. And now, the final 
insult the Young Ingrates. 

As a 23-year-old, I don’t think 
I—or too many of my peers—fall 
into these simplistic categories. In 
fact, all these titles seem just a way 
for other titled groups, such as 

See Commentary \ pg, 13 
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they were, for a short period of time, much in 
demand for these low level jobs, forcing up the 
minimum wage, even when government did not 
legislate a rise. However, as automation hit, they 
found even those jobs sliding. (See “Help Wanted, 
But What Kind?,” IF 736, 10/20/86) . 

When this group projected its own future, 
what it saw ahead was, indeed, bleak. From 1973 to 
1990, parents under thirty years of age (the age 
group the "generation apart" was entering) watched 
its income drop a dramatic 32.1 percent. Even with 
a college education, incomes dropped 15 percent. 
Furthermore, companies dropped fully 14 percent 
of the under 34 group from pension plans. No real 
fortune teller was necessary for the "generation 
apart" to read these signals and to decide that hard 
work was just not worth it. (New York Times, 
4/13/92 and 4/15/92) 

In Philadelphia, street violence among the 
"generation apart" reached such a proportion that 
reform groups simply discounted the group altogether. 
“I don’t have much hope for that group,” explained 
one community-based activist. In 1990, the 
Times-Mirror Center for Media Study noted that 
this generation was forging “The Age of Indifference” 
and that, as a whole, its members were “uninformed 
and uninvolved.” According to the 1991 movie, 
“Slackers,” which studied the group more closely, 
“uninformed and uninvolved” would be just fine 
with most of them. (See “Reassessment — 
Disengaging,” IF 1127, 8/24/90) 

The curious twist in this generation’s condition 
is its growing similarity to the group just ahead of it, 
the very group it stylistically rejected several years 
ago. However, in the interim, the baby boom itself 
has started to split, with the older section of the 
group moving into mainstream positions of power 
and the younger half spinning its wheels in the 
bureaucracy. The result is that the younger portion 
of the baby boom has more in common with the 
“generation apart” than it does with older baby 
boomers. In short, the monolithic baby boom no 
longer exists, and the largest emerging group will be 
a new composite: the "generation apart" and the 
younger boomers (overall, mid—twenties to late 
thirties and approaching 80 million people). 


Older/Younger Baby Boomers 
(28-48 years old) 

The baby boom (the generation bom between 
1946 and 1964) has been the darling of marketers 
since it first sprang into public consciousness in the 
early 1950s. For most of that time, the generation, 
despite attention to ethnic and economic divergences, 
has received treatment as if it were one large group. 
That perspective may no longer be viable. 

Like the "generation apart," the younger portion 
of the baby boom (those bom in the mid-1980s and 
after) face dwindling economic fortunes as well. 
For example, home ownership for those 30 to 34 
years of age dropped from 61 percent in 1980 to 54 
percent ten years later. For those under 25 (the 
lower section of the "generation apart"), 
homeownership dropped from 23 percent to 18 
percent in the same time period. That does suggest 
that the “generation apart” hit an economic wall the 
hardest, but it also suggests that the younger baby 
boomers hit the same wall. (Across the Board, 
1-2/92) 

We have followed the older portion of the 
baby boom through reports like “Secular Guidance 
to the Cyclical Recovery: Five Metaphors of 
Behavior” (IF 1222, 7/10/91). While other groups 
participate in the actions we observed, especially in 
the “Battle for Control” series (IF 1304,1305 and 
1306, 2/20/92), the older boomers have set the tone. 

This group’s obsessions range from golf to 
mortality and from time consciousness to retirement 
consciousness. As the boomers have shown ever 
since they reached the public eye (in their juvenile 
delinquent stage in the 1950s), they still think the 
system does not work well, and they still believe 
they can alleviate problems through public action. 
It led the assault for tax reform and led much of what 
we have called American perestroika, the restructuring 
of public and private institutions. 

Advertising continues to focus on the older 
part of the baby boom, assuming mistakenly that the 
entire 75 million strong have the same priorities. 
But for that older portion, the messages are probably 
correct. New advertising reaches beyond Oil of 
Olay’s stay young forever and Nike’s “Just Do It” 
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Twenties 


_ Continued from page 6 _ 

that. But I give them credit; they 
won’t allow themselves to bum 
out like we did 

“I think they’re approaching life 
a little more intelligently and 
won’t make the same mistakes.” 

The job is not everything 

JuHe Do re Sampson is a 26- 
year-old senior internal control 
analyst for Motorola, Inc,, 
Schaumburg. She has traveled in¬ 
ternationally on corporate audits 
to Japan, Australia, New Zealand 
and all throughout Europe. She 


| says she docs well, but her job is 
I not her life. 

“1 make pretty good money for 
! my age,” Sampson says, ‘"but 
1 being happy is more important.” 

When she and her husband, 
Phil, start a family, Sampson 
doesn’t want to struggle balancing 
both full-time career and full-time 
motherhood She will likely 
choose to stay home: “I don’t 
want kids and to work full-time 
unless I have to. I don’t want 
someone else raising my kids.” 

The greed of the ’80s and the 
deification of the Wall Street 
Masters of the Universe are 
anathema for this generation of 
twentysomethings who, like 
Sampson, refuse to give their all 
to their work. Work just isn’t that 
important The job is not every¬ 


thing. 

“The ’80s generation was so 
gung ho about making money 
and this generation is questioning 
that,” says Irma Zandl, president 
of Xtreme, Inc., a New York- 
based consulting and research 
firm specializing in the attitudes 
and habits of consumers 8 to 24 
years old 

“They are the generation paying 
for the excesses preceding it, so 
they are downsizing their expecta¬ 
tions,” says Zandl. “They still 
want to be rich, but they are not 
willing to work the 20-hour days. 
They have more emphasis on 
home. 

“What we’re seeing is a tremen- 

_See Twenties, pg 16 
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Country music 



realized. “Friends in Low Places,” a 
sing-along narrated by a guy who gets 
dumped for a classier rival, has be¬ 
come a teenage anthem. 

Country music has probably always 
been more popular than the industry 
gave it credit for. The music business 
bible, Billboard, no longer relies on 
estimates from record store owners in 
tabulating album sales. The maga¬ 
zine now uses computerized tracking 
methods that include purchases at 
stores like Wal-Mart and Kmart, 
places where the country customer is 
much more likely to buy his music. 
“It is like someone opened the closet 
door,” says Brooks. “Just because 
the light is on, does it mean it wasn’t 
that way all along?” 

There’s no doubt that the light is 
shining brighter these days. Ten years 
ago there were 1,800 country radio 
stations. Now there are more than 
2,500. And the listeners aren’t just 
people driving beat-up pickup trucks 
and swilling from six-packs. Accord¬ 
ing to a study by Simmons Research, 
more people with household incomes 
of $40,000 or above listen to country 
music radio than any other format. 

This isn’t the first time country has 
boomed. The first wave came back in 
the late 1960s, when Johnny Cash 
had an hourlong variety show on ABC. 
In 1980 Urban Cowboy , starring John 
Travolta, had every citified man shoe- 
horning his feet into cowboy boots. 
But by 1983 record sales had started 
slipping and radio stations that were 
playing nothing but country had 
starting putting pop tunes back on the 
turntable. In 1985 the. New York 
Times declared the Nashville sound 
virtually dead. 

This time will the trend endure? 
Steve Gibson, chairman of a Nashville 
Chamber of Commerce music/en¬ 
tertainment task force and a Nashville 
studio musician, says yes. “The suc¬ 
cess after Urban Cowboy was driven by 
the motion picture, fashion, lifestyle 
options and the presence of mechani¬ 
cal bulls in great big clubs in Texas,” 
says Gibson. “It was not driven by 
the music. It was driven by external 
sources.” Now' the popularity of 
country music is about substance, not 
merely style. 

' The beginning of this boom dates 
to 1986, when Randy Travis, a good- 
looking 22-year-old singer, was 


signed to Warner Bros.’ Nashville la¬ 
bel. Unlike the older generation of 
country stars, who were graying at the 
temples and widening at the w'aist, 
Travis had a full head of hair and 
looked good in a tight pair of blue 
jeans. He was the first of the new' 
pinup country stars, what Nashville 
now' calls hat acts. 

Country, which previously had at¬ 


tracted mostly an older audience, 
started pulling in college students. 
Hee Haw, the veteran country variety 
show' that is now in its twenty-fourth 
season, recently unveiled a new' look, 
axing ten of its older performers and 
adding a bevy' of younger, voluptuous 
female stars. Guest stars now include 
younger members of the country set, 
such as Lorrie Morgan and Brooks, 
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Marketing: 

Marketers Find 

College Crowd 

A Tough Test 

By Suzanne Alexander 

Staff Reporter of The Wall Street Journal 
04/16/90 

WALL STREET JOURNAL (J), PAGE B1 

TWA TMB T X-LVI MO 

Selling to college students is no frolicking frat party. 

Trans World Airlines Inc. has learned as much with a 
discount promotion it figured was sure-fire. With the 
purchase of a $15 card, students get 10% off on all its 
flights. Alas, just 3,000 signed up last year. How could 
students pass up such a bargain? 

Because they don't know about it, contends Michael DeBoer, 
a vice president at A+ Marketing Corp., Hartsdale, N.Y., one 
of a number of college-marketing consulting firms that have 
sprung up. The airline advertises the cards through brochures 
at travel agencies, and, Mr. DeBoer says, students don't use 
travel agents. "It's being promoted totally wrong," he 
contends. 

If it's missing the mark with the much-coveted campus 
crowd, TWA isn't alone. College students are tricky to snag. 
They're always pressed for time, removed from many marketing 
channels, inherently skeptical and increasingly 
sophisticated. Many have a new-found independence away from 
home, and so want to be treated as adults, yet have different 
interests than people out in the workaday world. What's more, 
trends and tastes change with every graduating class, if not 
each semester, making it tough for advertising executives to 
keep up with them. 

A common pitfall, according to many college-marketing 
specialists, is for advertisers to wrongly assume they can 
reach students through their mainstream promotions. Tambrands 
Inc. came across badly in a focus group with an ad for its 
First Response home pregnancy test. The ad featured a happy 
couple, with the man asking, "So which is it, yes or no?" and 
the woman responding, "Now, why do you think I'm smiling?" 

Students in the focus group said the scenario implied that 
the test was positive — which to most students is a big 
negative. Following the advice of the group, Tambrands 
changed its ads to address students' concern — anxiety over 
a possible pregnancy. The ads now say, in part: "Until you 
know, nothing else matters." 

Too often, marketing executives lump students in an "under 
35" category or approach the market as they remember it from 
their college days. "A lot of executives will take their own 
experience or their kids' and project that onto the market," 
says Stuart Himmelfarb, president of CollegeTrack Inc., 
another marketing specialist. "Since we've all been through 
college, we tend to think things haven't changed that much." 

There's little doubt that the college market is worth 
pursuing. There are 13 million college students nationwide, 
many of them affluent and prone to duplicate their 
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With new techniques described as “Led Zeppelin 
meets Roy Rogers,” country music is challenging rock as 
America's popular music of choice. In many ways it is a 
healthy phenomenon. 


The Wal-Mart 
school of music 


By Lisa Gubemick and Peter Newcomb 


The seats are covered in cowhide, 
pictures of the Judds and Hank Wil¬ 
liams Jr. grace the walls. The patrons, 
some 500 strong, are mostly outfitted 
in cowboy hats and Wrangler jeans. 
On the dance floor, an army of cow¬ 
boy boots is stomping out a Texas 
mo-step as Garth Brooks’ song “Un¬ 
answered . Prayers” blares from the 
disc jockey’s booth. 

A cowboy bar in Dallas? A honky- 
tonk in Nashville? Nope. It’s Denim 
& Diamonds in trendy Santa Monica, 
one of the hottest new spots in the Los 
Angeles area. 

Less than a year ago Denim & 
Diamonds was a disco playing top 40 
hits. Rock’s out, country’s in. 

“I used to be into heavy metal, but 
now all I listen to is country,” says 21 - 
year-old Dominica Duran, a recep¬ 
tionist who has been coming to Den¬ 
im & Diamonds for two months. 
“Country' is better to dance to, and 
besides, it’s more sentimental. It’s 
much easier to listen to.” 

And not just in Santa Monica. Over 
the last two years country' music has 
taken over the airwaves and the record 
charts, as well as the bestseller lists. 
Michael Ovitz’s Creative Artists 
Agency (caa), which has hitherto 
thought it unnecessary to have offices 
outside Beverly Hills, just opened an 
outpost in Nashville. In a year when 
the rock concert business nearly went 
bust, three of the top ten concert 
touring acts were country stars. Mem¬ 
ories, a saccharine autobiography by 
Ralph Emery', host of Nashville Now, 

72 


a top-rated cable television show on 
The Nashville Network (ton), rose to 
number two on the New York Times 
bestseller list. 

Wynonna and Naomi Judd’s recent 
pay-per-view special drew more view¬ 
ers than did specials for the Rolling 
Stones and New Kids on the Block. In 
one week in January, among the top 
100 albums, country accounted for 
nearly 20% of all units sold. Revenues 
from the country music business are 
now over $3 billion and climbing. 
Marketing consultant Macey Lipman 
thinks record sales alone could double 
in the next two years. 

In 1985 there were only 16 country' 
albums that went gold, that is, sold 
over 500,000 units. Last year 33 went 
gold, and another 35 went platinum 
(sold over 1 million copies). 

Right in the eye of this popular 
storm is an unprepossessing-looking 
30-year-old Oklahoman named 
Garth Brooks. Brooks has been de¬ 
scribed as having a face like “a thumb 
with a hat on it,” but glamour isn’t 
what country' music is all about. 
What’s changed is this: Brooks is 
younger than the aging country' stars 
of yore, and he’s learned a lot from the 
successful rock acts. 

Brooks’ agent, Tony Conway, ex¬ 
plains: “Garth’s act incorporated 
what he had seen growing up. He 
used to see Queen and figured there 
was no reason he couldn’t do those 
kinds of theatrics in country'.” In¬ 
stead of standing ramrod straight, 
clutching guitar to chest, Brooks 



cruises through the.. audience and | 
swings from electrical cables. In his i 
finale, he has been knowm to smash | 
his guitar. “Garth is like Led Zeppe- * 
lin meets Roy Rogers,” says James f 
Bow'en, whose Liberty Records, a £ 
subsidiary of Capitol-EMI, distributes | 
Brooks. | 

The odd combination w'orks. I 
Brooks’ recent NBC special helped? 
push the network to its highest Friday % 
night ratings in over two years. His | 
record sales now- total over 16 million; I 
his last album, Ropin'' the Wind has t to 
knocked such heavyweights as Mi- ^ 

chael Jackson and Guns N’ Roses ^ 

from the top of the charts. One week tn 
in January' Brooks’ records sold nearly ££ 

>0 
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crushing disappointment.” 

That disappointment has 
translated into a sense of ennui, 
described by some employers as 
a lack of willingness to pay dues. 
Others say the twentysomethings 
come from an attitude of en¬ 
titlement, that they are owed 
what they desire. Still others say 
they are putting work in the 
proper perspective. 

“I’ve had frustration as a re¬ 
cruiter because they feel they 
have an education and the job 
will come to them,” says Karen 
Bloom, partner in Bloom, Gross 
& Associates, a Chicago head¬ 
hunting firm. “They have a hesi¬ 
tancy to rethink or relocate. 

They believe in entitlement.” 

Bloom adds, “People who are 
in hiring positions feel ex¬ 
asperated about younger folks 
because they fed they are not re¬ 
alistic about the economy and 
what they want to make and 
where they want to go.” 

These days, though, the 
economy is calling the shots— 
and it’s unloaded quite a round 
on young America. 

Gloom and doom 

Employer recruitment* on col¬ 
lege campuses has dropped an es¬ 
timated 20 to 35 percent. And at 
many leading graduate and law 
schools an estimated one-half to 
two-thirds of the Class of 1992 
have no jobs in store for them 
after graduation. 



Phcro by Jvonrfw Gncd 


‘I've had frustration as a recruiter 
because they [twentysomethings] 
feel they have an education and 
the job will come to them," says 
Karen Bloom of Bloom, Gross & 
Associates, Chicago. 

For those 20- to 24-year-olds al¬ 
ready in the work force, 11 per¬ 
cent were jobless in November 
1991, compared to the national 
average of 6.8 percent in that 
same month, according to the 
U.S. Department of Labor. For 
25- to 34-year-okis, unemploy¬ 
ment was 7.1 percent in Novem¬ 
ber 1991, up from 5.9 percent for 
the same month in 1990. 

“When the recession starts, you 
see the opportunities diminish 
earlier in these age groups than 
for everyone else,” says Jay 
Meisenheimer, economist for the 
Bureau of Labor Statistics, Wash¬ 
ington, D.C. “Even when the 
economy is going well, they still 
have the highest unemployment 


rate because they have less experi¬ 
ence and less education.” 

What twentysomethings do have 
more of is a defeatist attitude. 

“Pessimism is a problem,” ex¬ 
plains Clifford Brickman, psychol¬ 
ogist and clinical social worker for 
Family Stress Clinic, Chicago. 
Historically, Brickman says, 

“Most people in their 20s may- 
have felt the same things, but they 
didn’t hear society echo the same 
[doom and gloom]. There was 
more hope. 

Wanting more for less 

“I saw a lot of them who want 
the thirtysomething lifestyle and 
expect the same salaries,” says 
Peggy Dassatti, regional sales 
manager for Day Runner, Inc., a 
Fullerton, Calif.-based company 
that sells daily planners. 

A 36-year-old Barrington resi¬ 
dent, Dassatti says that for the 
eight years she was national ac¬ 
counts manager for Rubbermaid, 
Inc., based in Wooster, Ohio., 
more than 50 salespeople and 
representatives reported to her, 
many in their 20s, And some of 
what' she saw surprised her. 

“They were real, real aggressive 
about reviews and raises, says 
Dassatti “I had one woman who 
after two years had gotten a 30 
percent increase [in salary], then 
got another promotion and asked 
for another 10 percent raise. They 
expect to get paid like they are 
working 60 hours, while working 
a 40-hour week. 

“They see what people in their 
30s are getting and they expect 


See Twenties, pg. 8 
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dous interest on the girls’ part to 
stav home and raise children, sne 
i continues. “They’ are the first gen¬ 
eration of latchkey- children and 
they’ve given it a resounding 
thumbs down.” 

Like father, unlike son 
”\Ve developed a generation of 
borderline personalities ” sayis psy¬ 
chologist Brickman. “Both parents 
were out working and these chil¬ 
dren feel empty. 

And now, as adults themselves, 
twe ntvso m ethings refuse to fill 


that emptiness with work, accord¬ 
ing to Brickman. “They are not as 
invested into the system and are 
freeing up from feeling tied to a 
company,” he says. 

Even their parents’ strong com¬ 
pany ties are being broken these 
days—broken by a re^ionarv 
economy and the prolific layoffs 
that have followed. 

What twentysomethings don’t 
want to do is repeat the lifestyle 
of their parents. The majority of 
them came home from school to 
an empty house. Their parents are 
most likely divorced. And though 
two incomes may have afforded 
them material things, they believe 
in marriage and staying home to 
raise their kids. 


Not all bad f 

“We are on the brink of an evo¬ 
lutionary jump,” says psychologist 
Brickman. “Things can’t get much 
worse in terms of finance, so 
they’re looking at other, deeper 
levels of living. 

“They are looking for deeper 
answers and are putting wotkuU 0 
perspective,” he continues. They 
are looking for more than work in 
their lives and are not trusting 
that all their needs will be an¬ 
swered by the powers that be. Be¬ 
cause they see that the powers^ 
that be are being laid off, too. 

Says Bloom: “They feel their 
parents lives were too stressful 
and they want to do it different- 

ly *That may not be such a bad 
thing.# 
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"In about half of the {promotions}, the kids in the ads 

* are real students off the street," says Dan Chew, a marketing 
manager for Levi Strauss. Since the campaign began in 1984, 
sales of 501 jeans — whose market is mostly college-age 
people — have more than doubled, the company says. 

Sexy ads also sell on campus, advertisers have found, 
especially when they're mixed with the unexpected. Calvin 
Klein Cosmetics Co.'s television ad for Eternity, a 

* fragrance, appeals to college students, research shows. In 
it, a man asks a woman, "Would you still love me if I were a 
woman?" The woman responds: "Of course. If I could be your 
man." 

Besides being sexy, "They're rather avant-garde," says 
Sherman Agins, executive vice president at CollegeTrack. 
"Students are more accepting of that kind of approach than 
the mainstream." 
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ACCOB DOW LLY 
Faucet Demands Get 
Creative Juices Flowing 

PLUMBING suppliers are making it-easier to turn on the 
water. \ 

Responding^© new rules about: the disabled and to 
complaints from.young and old, manufacfedrersI are redesigning 
faucets and introducing higii-tech devices that don't have to 
be pouched. \/ f / ,/ ! . \ 

Kbi\ler offers a T-shaped" handle for ease of gripping. KWC 
AG, a Sw^Lss company, designs a/spherical handle with ringer 
grooves. Distributed by WSMCVof Costa Mesa, Calif., the 
handle is supposed %6 perml£\^asy turning even for wet, soapy 
hands. J 

James Datka, marketing, manager"-a_t American Standard, sees 
"a trend away" fporn'lc^obs to lever faucets, which/can be 
turned with a m^re' slap>-4)elta Faucet now make^xmost of its 
handles comply ^ithyxederal>atandards forj£h«r'nandicapped. 

No-touch, ihfraVred faucetsK3ve—sensSrs that react when 
they detect aiy'obgect in their energy field. Hygienic and 
frugal with Water*, infra-red technology is becoming popular 
in public washrooms. Drawbacks have kept them out of homes: 
You can't adjust the water volume, and infrared sometimes is 
triggered by a! stray beam of sunlight. 

Ultra-sound technology avoids the sunlight problem, says 
Klaus Baumanpf, president of DAL American Inc., a faucet maker 
in Michigan City, Ind. 

American homeowners still put faucet form ahead of 
function, says Donald Norman, a cognitive scientist at the 
University of California/San Diego. "They use faucets," he 
says, "the way they use wristwatches — to make statements 
about themselves." 

Designers Draw a Line 
At Certain Products 

DESIGNERS sometimes have ideals that prevent them from 
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340,000 units, putting $500,000 in 60 and up. The scene is less solipsistic about burning down Korean grocery 
his wallet. and drug oriented. Dancing becomes stores. The Geto Boys talk about a 

Why is country so hot? Harold a social activity again, with people horrifically violent rape. “If you don’t 

Zuliow, a professor at Columbia Uni- dancing with each other rather than live in the inner city, you can’t relate 

versity’s School of Public Health who wrapped in their own private ecstasy, to those lyrics,” says Liberty’s Bowen, 

specializes in consumer attitudes, The sexual electricity is there, but it “There are millions of other younger 

credits the recession. “Country music isn’t vulgar or violent. Americans who are disenfranchised, 

focuses on the pathos in life, and so it So, too, with lyrics, which become They don’t like dancing to heavy met- 
makes sense that in times where peo- as important as the music. As Brooks al music. They’ve been poking 

pie are focused on problems, country puts it, “We treat the lyrics like the around and they found Garth 

music will have a greater appeal.” woman any man wants to impress the Brooks.” 

But the roots go deeper than the most. We give the lyrics ail the atten- What they found in him is an enter- 
recession. This phenomenon suggests tion we can. I’m not sure other for- tainer they can relate to. Brooks’ 

that American popular culture is tak- mats are remembering that the lyrics “Unanswered Prayers” tells the story 

ing a new, healthier direction. At are what it’s ail about.” of what happens when, with his wife, 

Denim & Diamonds, the clientele is One thing country music is all Brooks runs into his high school girl- 
of mixed ages, with a preponderance about is everyday life and everyday friend and how grateful he is that his 

of the young, but ranging from 21 to experience. Rapper Ice Cube writes hopes to have her forever were never 
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Country star 
Garth Brooks 


“Witrutth* lyr¬ 
ics llks ttw woman 
any man wants 
to impress.” 


Reba McEntire 
and Randy Travis 

Country’s now 
pinup stars. 


who sacrificed a day of planned vaca¬ 
tion to do the show. 

Julie Baker, a 20-year-old Pennsyl¬ 
vania State University junior, used to 
listen only to rock, “I’ve gotten total¬ 
ly hooked on country,” she says. The 
Julie Bakers are precisely what is driv¬ 
ing this boom. A1 Teller heads the 
MCA music entertainment group, 
where country singer Reba McEntire 
now sells more albums than any other 
performer on the MCA roster. Says 
Teller: “The driving demographics 
for the record industry are 15-to-25- 
vear-olds—they are the ones who buy 
records, and they never used to listen 
to country before.” 

Like MTV and rock in the early 
1980s, country music has benefited 
from cable television. Country music 
has finally discovered the art of the 
video—about six years after its rock 
’n’ roll brethren. Last year Country 
Music Television: CMT was purchased 
by a combination of Gaylord Enter¬ 
tainment and Group W Satellite 
Communications and recast to a 




younger market (see box , p. 76). The 
results have been spectacular both for 
the owners and for the performers. 
Advertising revenues are up over 70% 
from last year. The performers? “It 
used to take two to three years to 
establish an act,” says agent Tony 
Conway. “Now it takes six months.” 
The reason, he says, is that the videos 
on TNN and Country Music Televi¬ 
sion can create that all-important vi¬ 
sual image that’s the foundation for 
success. 

Music is made differendy in Nash¬ 
ville than it is in New York or Los 
Angeles. All the performers are pres¬ 
ent at recording sessions, rather than 
being dubbed in one player at a time, 
saving on studio costs. Moreover, 
there’s a certain hands-on profession¬ 
alism that exists in Nashville; many of 
the executives running record labels 
there are onetime musicians; they are 
intimately involved with each step of 
the process and are keenly aware of 
whether schedules are running on 
time and on budget. “I think some 


hard looks could be taken at how we 
do business here by Los Angles and 
New York,” says Liberty’s Bowen. 

Marketing costs run less in Nash¬ 
ville as well. As Jim Ed Norman, head 
of Wamer/Reprise Records in Nash¬ 
ville, says, “We react to market de¬ 
mand, we don’t try to impose it.” 

Country music has a marketing ad¬ 
vantage rock can rarely match: The 
performers mingle with their fans 
rather than remaining haughty and 
aloof from them. Country music stars 
aren’t buffered by battalions of mus¬ 
cle-bound security guards and pom- 
padoured publicists. 

Each June some 25,000 country 
music fans come to Nashville to cele¬ 
brate the International Country Mu¬ 
sic Fan Fair, a seven-day fete at the 
Tennessee State Fairgrounds. Most 
acts there have their own booths, 
selling T shirts and signing auto¬ 
graphs. Stars like Reba McEntire host • 
breakfasts for their fan clubs. “Coun¬ 
try acts treat their fans better,” says 
Tom Ross, who heads caa’s music 
division. “Can you imagine Guns N’ 
Roses and AC/DC in booths on a 
fairground?” 

About 200 miles south of Kansas 
City lies the unlikely new mecca for 
country music performers: .Branson, 
Mo. Stars such as Loretta Lynn, Reba 
McEntire and Conway Twitty per¬ 
form each summer night at the 25 
theaters in the tiny town (pop, 
3,706). The 4 million tourists who 
pass through spend an estimated 
$750 million annually. Unlike Las 
Vegas, where the audience sees the 
stars only onstage, country acts in 
Branson spend hours signing auto¬ 
graphs and posing for photos. That 
accessibility creates loyalty. Experts 
estimate that a rock act lasts about 
three years; the life span of a country 
star is five times that long. 

These are times when American 
popular culture is conquering the 
world. Europe has never been a big 
market for country music, but that, 
too, could change. “It’s still a cow¬ 
boy-and-Indian thing there,” says 
Ron Baird, who is based in caa’s new 
Nashville office. “A lot of the fans 
wear six-guns and chaps to concerts. 
The Swiss shoot off blanks if they 
really like the show.” 

Music producer Quincy Jones is 
planning to have a country music 
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Country music 


night at this year’s Montreux Jazz and 
World Music Festival in Switzerland. 
Several shows from tnn are airing on 
London Weekend Television, and 
this April the Highwaymen, a group 
made up of Waylon Jennings, Willie 
Nelson, Kris Kristofferson and John¬ 
ny Cash, will be playing some of 
Europe’s biggest venues, including 
London’s Wembley Arena. In Tokyo, 
Japan’s first full-time country 7 music 
radio station, KTYO, began airing in 
January. At Wamer/Reprise in Nash¬ 
ville, which hired its first international 
sales representative last year, foreign 
record sales for 1991 were up 30% 
over 1990. It looks to be only getting 
bigger. Garth Brooks is planning his 
first European tour for next year. 

Brooks represents the new breed of 
country music entertainer. He was a 
marketing and advertising major in 
college, and the training shows—and 
it’s not just in his stage antics. Appar¬ 
ently stealing a page from Madonna’s 
book of controversy, he conceptual¬ 
ized and starred in a music video, 
“The Thunder Rolls,” based on his 
own song about a two-timing wife- 
beater. In the video the abused wife 
metes out her own justice, shooting 
her husband. The video was banned 
from country music cable networks 
and created a flurry of publicity. 

Brooks’ ticket prices last year were 
$15, about half what the Rolling 
Stones charged on their last tour. 
“The less people pay at the gate, the 
more they’ll spend inside,” says 
Brooks. “That’s just simple logic.” 
And the more T shirts sold, the more 
ends up in Brooks’ own pocket. He 
sells an average of $8.50 in merchan¬ 
dise per concertgoer—comparable to 
most rock acts and tops for a country 
music act. 

“I believe in the Wal-Mart school 
of business,” says Brooks. “The less 
people pay for a product that they are 
happy with, the happier they are with 
it.” He pays attention to quality as 
well. “Our T shirts are all 100% cot¬ 
ton, about the heaviest weight you 
can buy. That shirt is an advertise¬ 
ment on someone’s back. So we want 
to give people something that’s going 
to last.” 

Good quality at a reasonable price. 
What more can you ask from the 
entertainment industry—or any other 
business? M 


Cashing in 


How HOT is country? 

Hot enough to propel the 
price of Gaylord Enter¬ 
tainment Co. from $20.50 
a share at the time of its 
initial public offering last 
October to a recent $31. 

The appreciation is 
largely attributable to the 
sizzle of Gaylord’s Nash¬ 
ville Network, the ad-sup¬ 
ported cable TV service 
that offers country music 
and “lifestyle” program¬ 
ming (auto races, talk and 
game shows), tnn 
seemed little more than a 




Edward L. Gaylord, of Gaylord 
Entertainment Co., acquired 
Opryiand USA in 1983 

Uiid#r tt«ytofd, th# 
N*shYl!M*«**d company 
•xp*nd«d Its thwiw park, 
convention hotel and 
eabt# TV programming. 


throw-in when Oklaho¬ 
ma media baron and bil¬ 
lionaire Edward L. Gay¬ 
lord bought the network’s 
parent company, Opry¬ 
iand USA, in 1983 for a re¬ 
ported $270 million. 

At the time tnn had 
been on the air for a scant 
four months. The com¬ 
pany’s crown jewels were 
the Grand Ole Opry, a 
convention hotel, a theme 
park and a Nashville 
AM/FM radio station. But 
with the phenomenal 
popularity of country mu¬ 


sic, tnn now generates 
more operating income for 
Gaylord than the hotel 
and theme park combined. 

Not that the hotel is 
faltering. Occupancy aver¬ 
aged 86% last year, far 
above the national average 
of about 62%'. Theme 
park attendance dropped 
9%, however, because of 
the recession, the Persian 
Gulf conflict and a rainy 
spring. But Gaylord, 72, 
likes the park business so 
much that he bought a 14% 
stake in Fiesta Texas, a 
theme park opening this 
month in San Antonio 
that will also offer musical 
shows and rides. 

The shining star in 
Gaylord’s $600 million 
(sales) company, TNN 
ranks fifth in prime-time 
ratings among cable net¬ 
works. Early in 1991 Gay¬ 
lord bought 67% of 
Country Music Television, 
a competing cable ser¬ 
vice, for $24 million, cmt 
reaches just 28% of the 
nation’s cable households 
but has a very loyal 
viewership. The average 
CMT viewer watches twice 
as much each week as do 
viewers ofVH-1, the soft- 
rock music channel. 

Last year Gaylord de¬ 
cided to combine the Opry¬ 
iand businesses with his 4 
independent tv stations 
and 26 cable franchises 
and take the whole shebang 
public. Gaylord raised 
nearly $200 million by sell¬ 
ing 24% of the company. 
The proceeds were used to 
pay down debt to $361 
million at year’s end. Gay¬ 
lord’s family and some 
close associates retained a 
46% stake of the compa¬ 
ny; the stake is now worth 
around $540 million. 

And the country craze is 
still spreading. 

-Kathryn Harris m 
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